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响 旅 游 者 对 组 合 产 品 的 综 合 偏 好 和 最 终 选 择








（Veasna et al., 2013; Chen et al., 2013）、影响因素
（Beerli et al., 2004；王纯阳 等，2010）、设计与塑
造（Chen et al., 2002；孟铁鑫，2006）、评价与测量
（Chen, 2001; Baloglu et al., 2001）及其类别与比较


















中的情感形象维度（Choi et al., 2011; Veasna et al., 
2013; Chiu et al., 2014; Zhang et al., 2014）。旅游目
的地的情感形象体现为旅游者对旅游目的地形象
的评价及偏好情况。宋章海（2000）指出旅游者对









































































1  方法与数据 































1.2  数据 




























表 1  不同旅游目的地形象题项 
Tab.1  Statements of different tourism destinations’ images 
编号 陈述 编号 陈述 
1 一个人在皑皑雪山上尽情滑雪。 18 在抗日战争遗址，学习了解抗日文化。 
2 湖水湛蓝，清澈得可以看见水里的鱼，湖面上有一艘船。 19 闭上眼睛，静静地呼吸着森林的气息。 
3 群山围绕着蓝色的湖泊，山上建立了几栋白色、宫殿式的城堡。 20 广阔的草原上，与同伴牵着马儿，静静地走着。 
4 在繁华、现代化的大都市的购物商城里面购物逛街。 21 安静的乡村，没有城市的喧嚣，在这里品尝独特的农家菜。 
5 一处静静矗立的房屋，旁边有一条静静流淌的河水。 22 带好装备，攀岩。 
6 一条木栈道通向海上的小岛，岛上有绿树和亭子，旁边的波浪一层一层的。 23 切身体验民族风情及生活特色。 
7 几座土楼坐落在乡村中。 24 一座具有独特风格的泰国建筑。 
8 去新加坡购物，并享受美食的天堂。 25 两个人在古镇里，或走或停，旁边有一条静静流淌的溪水。 
9 爬高山，登顶，看着远处的风景。 26 繁华而又富有情调的酒吧。 
10 去六朝古都，追寻历史文化的印记。 27 这是一场富有魔幻色彩的魔术节。 
11 在纯美的沙滩上，观看动感舞蹈。 28 早晨种花，下午在农田里采摘瓜果。 
12 去普吉岛潜水。 29 参加庄重而又富有文化色彩的庆典或者文化祭。 
13 大型游乐场里的过山车。 30 去名人故居或者家乡走走。 
14 去迪斯尼享受梦幻之旅。 31 漫步在城市的大街小巷，随心而动。 
15 西安兵马俑。 32 夜幕下垂，池塘柳树，不时有青蛙叫声传来。 
16 西藏朝圣之旅。 33 在人类文化起源地，参观远古文化。 




图 1  旅游目的地形象偏好排序 
Fig.1 Q-sort array of the preference structure of tourism destination image 
 























2  结果分析 
























2.2  主因子分析 
数据分析形成5种旅游目的地形象偏好结构，
不同的结构之间存在显著的差异性（表2、图2）。 















表 2  因子对应分析结果 




 因子 2：城市 
旅游偏好型 
 因子 3：自然 
文化旅游偏好型 
 因子 4：漫游 
体验旅游偏好型 
 因子 5：探索冒 
险旅游偏好型 







6 1.69  8 1.97  20 1.44  25 2.06  22 1.86 
20 1.65  12 1.76  10 1.40  23 1.58  16 1.68 
25 1.53  4 1.38  6 1.35  31 1.41  9 1.49 
19 1.47  14 1.29  3 1.34  21 1.31  17 1.41 
2 1.42  3 1.19  16 1.28  20 1.16  12 1.39 
3 1.22  13 1.18  12 1.26  16 1.11  10 1.27 







15 -0.91  16 -0.85  17 -0.87  12 -1.01  8 -0.85 
30 -0.94  7 -0.93  30 -1.03  30 -1.04  29 -1.06 
29 -0.95  10 -1.20  7 -1.16  17 -1.17  32 -1.08 
4 -1.21  15 -1.34  28 -1.40  13 -1.18  27 -1.31 
23 -1.24  30 -1.66  13 -1.55  22 -1.30  4 -1.35 
10 -1.25  33 1.71  22 -1.78  33 -1.66  26 -1.72 




25 1.53  8 1.96  23 1.09  25 2.06  22 1.85 
19 1.47  4 1.38  14 0.74  23 1.58  9 1.49 
22 -0.52  14 1.29  8 0.73  31 1.41  17 1.41 
23 -1.24  13 1.18  15 0.62  21 1.31  23 0.19 
— —  22 0.66  25 0.62  28 0.77  6 -0.11 
— —  27 0.55  24 0.50  10 -0.33  30 -0.25 
— —  26 0.18  9 0.04  11 -0.65  3 -0.34 
— —  23 -0.63  31 -0.64  12 -1.01  18 -0.45 
— —  9 -0.66  28 -1.40  22 -1.30  26 -1.72 
— —  30 -1.66  22 -1.78  — —  — — 
 





















































































图 2  5 种旅游目的地形象偏好结构 
Fig.2  Five preference structures of destination image 
 

























































3  结论与建议 























表 3  因子相似观点分析 
Tab.3  Consensus statements 







因子 1 -2 -0.95 
因子 2 -1 -0.72 
因子 3 -1 -0.54 
因子 4 -1 -0.59 
因子 5 -2 -1.06 
 





















































3.2  实践启示与建议 
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Preference Structure of Tourism Destination Image: Based on the Q-Method 
 
Lin Yuxia and Lin Bishu 
(School of Management, Xiamen University, Xiamen 361005, China) 
 
Abstract: There are similarities and differences among different groups in destination image preferences. They 
can significantly influence the tourism destination marketing. Finding out what kind of tourism destination image 
people like, and the compatibility in different kinds of destination images makes sense especially to marketers. 
They can conduct targeted publicity and tourism product development according to the market demand 
preference, making tourism products more marketable. In addition, the compatibility in destination image 
preference has a significant meaning in the design of tourism routes. Students and working adults constitute an 
important part of the tourism market. Thus, it is of great significance to study the preference of these young 
groups. Knowing and producing what they prefer would be a great incentive to turn potential tourists into actual 
tourists. The present study uses the Q technique to verify the structure and compatibility of tourism destination 
image preferences, in order to provide suggestions for the design of tourism destination images and tourism 
routes. Q skill is a type of research method that can extract and describe subjective points of view. The method is 
a system with rigorous quantitative and quantitative analysis. It holds the view that subjective point of view 
possesses a certain structure. Thus, the Q-method can be used to conduct a qualitative and quantitative research on 
tourism destination image, which can help to break through the bottleneck of destination image research. Taking 
the students and the working group as the main research participants, the paper classified this young-group’s 
preferences of tourist destination image based on the Q-method. The P sample of this article included 
undergraduates, graduates, and working people, so it had a certain universality. A total of 106 questionnaires were 
distributed, but the effective sample amount was 82. The study results showed that there are five kinds of typical 
tourist destination image preference structures, and there exists incompatibility between the different kinds of 
tourism destination images. The five kinds of preference structures were named Natural Ecotourism, City 
Tourism, Natural and Cultural Tourism, Wandering Tourism, and Adventure Tourism. The classification could 
explained 55% of the variance. The characteristics of these preference structures are as follows: 1) The Natural 
Ecotourism people prefer natural resources but didn’t like culture resources and challenging tourism activities; 2) 
the City Tourism people turned out to be quite different than the first one, they prefer tourism activities in modern 
cities and other activities related to nature; 3) the Natural and Cultural Tourism people, female dominated, liked 
both cultural and natural tourism, but didn’t like rural tourism, as well as some extreme tourism activities; 4) the 
Wandering people preferred quiet places to enjoy; 5) while the Adventure Tourism people pursuit refreshing 
feelings and stimulating activities. Different kinds of preference structures for tourism destination images have 
different enlightening meanings to tourism marketing practices, which are provided at the end of this paper. In 
addition, a consensus statements analysis showed that these groups do not like massive cultural experiences. 
However, relaxing and interactive cultural experiences can improve the appeal of cultural destinations to the youth 
market. The five types of preference structures have high degree of differentiation, and the corresponding 
characteristics are significant. The results of the study have high reference value for both travel destination image 
marketing and tourism circuit design. 
Key words: tourism destination image; preference structure; marketing; Q-method 
 
